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[Abstract]

In this study, I analyzed the inducing and hindering factors of online shopping malls on browsers in the
process of browsing fashion products in online shopping malls. In-depth interviews were conducted by presenting
browsing-related questions to women in their 20s and 50s who are interested in browsing fashion products online.
Based on the answers of the interviewees, using grounded theory, we analyzed and presented six factors such as
price factor, promotion factor, purchase review factor, visual information factor, product information factor, and
service factor. Based on inducing and hindering factors to browsing analyzed in this study, a strategy to design
a browsing environment in terms of shopping malls was suggested, which will be helpful for practical strategies
and marketing in related industries. Basic data will be presented in a thesis on a new type of shopping mall browsing
environment related to the rapidly developing information and communication technology. In addition, the negative
emotions experienced in relation to the detrimental factors of shopping malls in the browsing process are

expected to be helpful in researching fashion product browsing related to consumer psychology.

» Key words: Online browsing, Online shopping, fashion product, Inducing and hindering factor,
In-depth interview
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I. Introduction
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II. Literature Review

1. The Concept of Browsing
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3. Browsing Conversion Behavior and Retail
Strategy Elements
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4. Features of Online Shopping Malls
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ITI. Research Method

1. Research Method
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2. Selection of interviewees and contents of
the interview
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Table 1. Interviewees’ characteristics
. Marital
No.| Age Job Gender Region Status
A 35 | Housewife Female Dae-gu Married
Cosmetic . .
B 31 researcher Female gyeong-gi Married
C | 40| Housewife | Female Busan Married
D | 31| Freelancer | Female | gyeong-gi Single
Police .
E 26 officer Female Dae-gu Single
F | 31 Office Female Seoul Single
worker
G 29 Academy Female | Changwon | Married
teacher
H 32 Teacher Female Busan Married
I 45 Office Female Seoul Single
worker

Table 2. Questions for an in-depth interview

Questions Contents
- Why do you browse(the act of browsing a
website)?
Why .
. - Have you ever actually made a purchase while
Browsing .
) browsing?
Online and . .
. - Have you ever made an impulse purchase while
Your Buying .
Experience browsing?
P - How long does it take to make a purchase
decision while browsing?

- What are the characteristics of shopping mall
Characteristics | sites that make you want to browse? (Shopping
of shopping | mall screen design, product features, product
mall sites | description, price and discount, out of stock,
that drive |shipping cost, service, advertisement, purchase

browsing review, security, etc.)
- Which shopping mall site do you visit frequently?
- - What are the characteristics of shopping mall
Characteristics | . . . ; .
. sites that interfere with browsing? (Shopping
of shopping .
. mall screen design, product features, product
mall sites - . .
. description, price and discount, out of stock,
that hinder S . .
. shipping cost, service, advertisement, purchase
browsing - .
review, security, etc.)
- What main place do you use to shop online for
fashion products?
- Approximately how much time do you spend
browsing online shopping for fashion products?
(per week or per day)
Online - How many times a week do you shop online
shopping for fashion items?
frequency |- What percentage of products purchased
through online shopping are fashion products?
- What payment method do you usually use when
purchasing at the shopping mall?
- What are the advantages of online browsing
compared to offline browsing?
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IV. Results and discussion

1. Browsing Inducing factors
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1.2.4. Product Advertising on Social Media
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1.3. Purchase Review Factors
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1.3.1. A purchase Review with an Objective and
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1.3.2. Purchase Reviews of the Product's
Packaging and Delivery Condition
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1.4. Visual information factors

2520 o8l TRlQlT 4E 25 iRl A4 $ AR
o FEo] AANY o, 25 FEo e 3 4
AAL A 1Y Z A71SE AAl 5o] ok

1.4.1. Shopping Mall Screen Design and Product
Placement
"4 20| slele ZEeta Heof ofe} AEE A
|y

S o] =2
4 9t Trlele MEshe. MESe] B7] A gotuz
7S

. 2HfRoA r2 Bef
TR/l AR

1.4.2. Product Sorting is Systematic after Search
A T s(EET)) o2 AlRet AAE & & Qe o]
2 7 2ot ol 9, oF%H, A9, 5t o7 Y
ol Qi ofEjol| &= 7t/ 27, AlZl/RE, Ay 52
2 ANl BRE0 low ZMo] et A ol

S~
Lo
=

FEY A7 e A7) 2% HRll e Aol
ARz 275 GAH He

T, 48 24 A
Lt 2e MEshe guAksol ottt

1.4.3. Presentation of Recommended Products
according to Customized Information

“Ltole} Aol Bhe 53 ofolelg AAlsie B
YIE7} Eobr e, of7] 29| A9, Abslo] Ar)E Wl
W Be0Ae & u) £go] Po] ER." (354,

71 Z5A0] 42 FAA|=F AAIGIFH Ao =&

%t ol XY AEY g
Aol 7] FEE RO o 9 AR HeloAS &
2 QU wEE AVt el g,

ﬂg'
o
He
=2
2
r
)
offl
1o
A
g
|o
i
|z
o
ol _{o

1.4.4. Presentation of Recommended Coordination
and Popular Products

FAYE 952 T0E HES Boixw Blony

(o)

o
m = So] FusH He. 712 dae AAEiRE Hy

g % ot
A7 AR Qo GhRRo] STAP} o] B

Q

o

7) A3 B0 57t 2B & 9 eojob2g Uit
Val
a
(¢]
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